Sustainable financial education is defined as the continuous input of money and time on financial knowledge education after formal schooling. The purpose of this paper is to examine the impact of sustainable financial education on consumer life satisfaction. Utilizing the dataset of Household Consumer Finance of Chinese Urban Residents in 2012 by the China Financial Research Center of Tsinghua University, the variable of sustainable financial education is constructed through the variables of the necessity of financial education, the money spent on financial education, and the time spent on financial education. To improve the estimation results, order probit regression is utilized. The results indicate that financial education is significantly positive to consumer life satisfaction only for a consumer with higher education. Consumers who regard financial education to be of high necessity will feel more satisfied. The results also show that consumers who spend more money and time on financial education after formal schooling will be more satisfied. Moreover, the sustainable impacts of financial education on consumer life satisfaction are verified. In addition, this study provides empirical evidence that suggests that sustainable financial education positively contributes to consumer life satisfaction. The results have implications for policymakers to take measures in enhancing sustainable financial education to improve consumer life satisfaction.
Introduction
In recent decades, consumer financial education has drawn the attention of consumer financial researchers, policymakers, and practitioners [1] [2] [3] [4] . Consumer financial education is related to forms of education in terms of basic financial knowledge for consumers in academic institutions and workplaces. Improving the degree of consumer financial literacy and their degree of financial capability through sustainable financial education is believed to play a significant role in enhancing consumer life satisfaction [5, 6] .
Life satisfaction is defined as a comprehensive psychological indicator that measures the quality of life of a person [7] . It can be divided into two kinds, namely, general life satisfaction and special life satisfaction [8] . General life satisfaction refers to the subjective evaluation that sets the standards for one's quality of life. Special life satisfaction refers to the specific evaluation that is based on different areas of life, such as family satisfaction, health satisfaction, job satisfaction, school satisfaction, community satisfaction, or consumer satisfaction. According to its definition and classification, special life satisfaction is more specific than general life satisfaction. This study differs from previous research in that it focuses on the roles of sustainable financial education in a special domain of consumer life satisfaction.
As one aspect of consumer subjective wellbeing, consumer life satisfaction refers to a subjective state in which consumers allocate economic resources to live a desirable life [9] . Subjective wellbeing incorporates positive emotions, negative emotions, and life satisfaction, and is defined as a broad category of phenomena that includes people's emotional responses, domain satisfaction, and global judgments of life satisfaction [10] . Moreover, Malhotra [11] suggested that consumer life satisfaction is related to the consumers' subjective evaluation regarding their quality of life based on set criteria and is used to measure important parameters of a society's life. Although consumer life satisfaction is a specific domain of life satisfaction, it is usually interchangeable with consumer happiness or subjective wellbeing [12] . Hence, consumer life satisfaction is the content of the study of consumer subjective wellbeing and an important cognitive component of consumer subjective wellbeing. Consumer life satisfaction is also considered to be an important part of positive psychology [13] , as well as a cognitive and judgmental sense of wellbeing based on personal expectations of how one's life matches certain internal standards [14] . Hence, consumer life satisfaction is a comprehensive judgment of consumers' daily life. As a cognitive factor, it affects consumers' emotional experiences, thereby affecting the orientation of consumer life goals and the orientation of behavioral pursuits, which will have an important impact on most consumers and even the society. In this study, consumer life satisfaction was measured by consumers' responses to their overall subjective evaluation of their current living situation, which incorporated the consumers' cognitive, judgmental, and emotional sense of subjective wellbeing.
Consumer financial education is defined as the basic financial knowledge education for consumers in high schools, universities, and workplaces [15] . In the United States, policymakers improve and strengthen consumer financial capabilities through education on basic financial knowledge. A survey from the undergraduates at an Australian university showed that financial education led to a positive increase in objective and subjective financial literacy, which improved personal financial decision-making [16] . In general, financial education can be divided into professional financial education and public financial education [17] . Professional financial education refers to the financial knowledge found in professional education for college students and other groups by the methods of teaching. Public financial education refers to education for all citizens about the common sense of financial knowledge and financial science. Public financial education has a wide range of content, mainly including educating citizens to correctly use financial knowledge, choosing a reasonable way for managing their money, effectively avoiding financial risk, and improving their financial awareness and financial literacy. In this study, financial education refers to consumers' professional knowledge from academic education as well as common knowledge and sense from public training and workplace education. With the emergence of more financial products, consumers make their financial decisions increasingly through financial knowledge. However, Wagner and Walstad [18] argued that financial education appeared to have more positive and stronger effects on long-term behaviors with less timely feedback, and the benefits of financial education may differ based on the time horizon for the financial behaviors. Hence, sustainable financial education is of significance for improving consumers' financial literacy and capability, which should end in good financial decision-making. Unlike prior research, this study focuses on the impact of the sustainability of financial education on consumer life satisfaction.
Previous studies primarily focused on the relationship between financial education and workplace satisfaction [19] , job satisfaction [20] , and financial satisfaction [21] . This paper further studies the impact of sustainable financial education on consumer life satisfaction. To the best of our knowledge, there is no study that focuses on the definition of sustainable financial education and its impact on consumer life satisfaction. In terms of the comprehensive definition developed by Moore et al. [22] , sustainability is considered as follows: (1) after a defined period of time, (2) a program and/or implementation strategies continue to be delivered and (3) individual behavior change is maintained; (4) the program and individual behavior change may evolve or adapt while (5) continuing to produce benefits for individuals. To be more specific, in this study, sustainable financial education is defined as after a period of time of learning financial knowledge, consumers improve their financial knowledge and behaviors, and are available to make rational financial decisions, which positively contributes to life satisfaction. It is practically significant for policymakers and consumers to investigate the impact of sustainable financial education on consumer life satisfaction. This study contributes to encouraging policymakers to formulate policies to strengthen the guidance and promotion of financial education, as well as promote financial intermediaries and practitioners to actively improve the level of consumer financial education and further enhance consumer life satisfaction.
The purpose of this study is to examine the impact of sustainable financial education on consumer life satisfaction. The remainder of this paper is structured as follows. Section 2 reviews the literature about financial education and consumer life satisfaction, and then presents the hypotheses with regard to the impact of sustainable financial education on consumer life satisfaction. Section 3 describes the sample data, model specification, variable measurements, and statistical descriptions of this study. Section 4 presents the empirical results. Section 5 offers the conclusions and implications.
Previous Research and Hypothesis

Previous Research on Consumer Life Satisfaction
Life satisfaction is a subjective and comprehensive evaluation index that is influenced by various factors. As early as the 1990s, Diener [23] discussed the factors influencing the life satisfaction of American residents from four aspects, including one's family relationships, entertainment, social life, and health status by self-evaluation. These factors have been divided into three categories: personal characteristics, microeconomic variables, and macroeconomic variables. In detail, the personal characteristics include sex, race, age, health, marital status, education level, personality, and interpersonal relationships. Microeconomic variables include income, employment status, and so on. Macroeconomic variables include the state of one's employment situation, inflation, social support, political system, and political identity. For cross-country level research, scholars investigated the determinants of life satisfaction from political, economic, institutional, and human development and cultural aspects [24] .
More specifically, scholars have paid more attention to examine the influence factors of life satisfaction. Fu et al. [25] analyzed gender differences in life satisfaction in Taiwan and Australia and suggested that the life satisfaction of women in both countries was higher than that in men. Age and health status are also considered as important indicators of people's life satisfaction. Utilizing data from 1033 farmers in three areas of Beijing, Liaoning, and Hebei and an ordered logic model, Li et al. [26] suggested that age and health status had a significant positive impact on life satisfaction. They indicated that the positive correlation between age and life satisfaction can be explained by the expectation theory. The older people had experienced the development of China's reforms and opening-up to the world for more than thirty years and had a more profound experience of life change, so their life satisfaction was higher. Meanwhile, Li et al. also indicated that the healthier the residents, the higher the life satisfaction they would have.
Income situation is one of the most important factors affecting consumer life satisfaction in microeconomic variables. Vita et al. [27] compared the various household groups by testing the influence of socio-economic variables that were typically associated with consumer life satisfaction and suggested that the positive influence of income was verified. In general, income is positively correlated with consumer life satisfaction. Employment brings consumers not only an increase in income but also an improvement in their life satisfaction. Through an analysis of data from 94 countries, Stanca [28] suggested that in some wealthier and highly employed countries, unemployment had a greater negative impact on people's life satisfaction. Furthermore, after controlling for individual-specific fixed effects, previous studies indicated that unemployment has a large and negative effect on life satisfaction by creating non-pecuniary and psychological costs [29] .
The two main goals of contemporary macroeconomic regulation and control are to increase employment and stabilize prices. Therefore, unemployment and inflation are negatively related to consumer life satisfaction. Utilizing a Latin American dataset on life satisfaction, Ruprah and Luengas [30] found that the unemployment rate and inflation would reduce consumer life satisfaction. In addition, using data for 2001 to 2011, Abounoori et al. [31] investigated the impact of the unemployment rate and inflation on life satisfaction of European Union countries and Iran, and they concluded that the unemployment rate and inflation had a significant negative impact on life satisfaction, and the negative effect from unemployment was much higher than that of inflation. Therefore, in order to increase consumer life satisfaction, increasing employment is the preferred policy. In addition to the above two macroeconomic variables, social support, the political system, and political identity will affect consumer life satisfaction as well.
Previous Research on Financial Education
In recent decades, consumer financial education has been increasingly highlighted in the United States, and it has gradually developed globally as well. Policymakers consider financial education as a necessary solution to the increasingly complex financial decisions of consumers. In addition, financial education has a significant impact on the research of financial decision making [32] . Financial education enables consumers to learn financial knowledge and improve their financial literacy. With the continuous deepening of finance knowledge needed and the quantity of financial products continuing to increase, the financial market continues to present a trend of greater complexity, which puts forward higher requirements on consumers' financial knowledge. However, there is evidence that consumers lack this financial knowledge [33, 34] , and this often leads them to make mistakes in substantial financial decision-making. Prior studies have also suggested that even those with higher education may be as ignorant as those with lower education in financial knowledge [35, 36] . Therefore, it is particularly important for consumers to strengthen financial education. Hastings and Mitchell [37] argued that consumers having trouble with financial decisions were specific to various cohorts; for instance, although the improvement in financial literacy through financial education was significantly correlated with wealth, it appeared to be a weaker predictor of sensitivity to framing in investment decisions. In addition, these financial education courses, which are related to financial knowledge, have a long-term positive effect on consumers [38] . Thus, sustainable financial education in the long-term is of significance in improving consumer life satisfaction.
Financial education positively contributes to increasing and improving consumer participation in the financial market and then enables consumers to choose financial assets rationally. With the development of the financial market, consumers are increasingly active in the financial market, and the field of consumer finance has been significantly focused on this [39] . Yin et al. [40] , by using the dataset of the Chinese Household Finance Survey (CHFS), found that the promotion of financial knowledge would promote consumer participation in the financial market. Chen et al. [41] suggested that consumers with a higher education tend to participate in the financial market and are thereby more satisfied. With an increase in investment experience, the probability of consumer investments in risky assets also improves. More specifically, using the family survey data from the Central Bank of Holland, Rooij et al. [42] indicated that many family members have low financial knowledge. In particular, the lack of financial knowledge will restrict the participation of these families in the stock market, and the proportion of asset selection will be reduced accordingly.
Financial education is positive in promoting the stability of the market and further promoting the healthy development of national finances. By improving consumers' financial knowledge and then improving their financial literacy, financial education positively contributes to eliminate uncertainties and risks, and thereby to decrease consumer losses when investing in risky financial assets [43] . From the world financial crisis in 2008 and the turbulence of China's stock market in 2015, it is shown that most consumers do not invest rationally, so the coming of the financial crisis has brought serious shock to these consumers [44] . At the same time, the outbreak of the financial crisis also caused stock market unrest, leading to the paralysis of the national financial system. Prior studies have suggested that the improvement of the level of financial education for the residents of a country or region is positive in enlarging the demand for complex financial products by local residents [45] . The experience of this kind of demand further promotes the country's continuous development of financial products, and thus promotes the positive development of national finance.
The Impact of Sustainable Financial Education and Consumer Life Satisfaction
Most previous studies have suggested that financial education is positive in increasing consumers' financial knowledge and financial literacy, cultivating consumers' sense of rational investment, and improving their life satisfaction [46] [47] [48] . There is evidence that higher requirements of financial education contribute to increase individuals' financial knowledge, and thereby, are positively associated with fewer defaults and higher credit scores among young adults [46] . It can also promote the stability of the market, and thus promote the healthy development of the national financial picture. In addition, financial education enables consumers to learn about financial knowledge and improve financial literacy, and thus to raise consumer life satisfaction. Hira and Loibl [47] examined the relationship between financial education and consumer life satisfaction in the workplace by analyzing the sample survey data of employees in the national insurance company, and the result revealed that employees who participated in financial education are more likely to have a high level of financial literacy. In addition, they also suggested that employees with financial education are more confident about future financial conditions, and therefore have higher job satisfaction and life satisfaction. In addition, Chin and Williams [48] examined the impact of online financial education on consumers' financial decisions, and the results showed that older participants and first-time home buyers are more likely to look up home-buying and mortgage education websites when framing financial decisions. Thus, financial education in the long-term is of importance in consumers' daily financial decisions, which are closely associated with their life satisfaction.
In this study, sustainable financial education is defined as after a period of time of learning financial knowledge, incorporating formal education in high school or university and informal education in workplaces, communities, and training programs organized by government sectors and financial institutions. In this way, consumers improve their financial knowledge and behaviors and are able to conduct desirable financial behaviors and thereby make rational financial decisions. More specifically, this study constructs two types of variables, subjective and objective, to measure sustainable financial education. The subjective measure is specific to consumers' overall evaluation about the necessity of financial education. Moreover, the objective measure is the resource input in financial education, such as time and money. Using the sampling data of survivors of domestic violence, Postmus et al. [49] indicated that survivors of domestic violence improved their personal financial management skills through training courses of financial education, and ultimately, improved their own life satisfaction. There is also evidence that some social workers had their living costs increased due to the global recession, and their real incomes had declined [50] . However, because of a lack of financial knowledge, these social workers found it difficult to make reasonable investment decisions and plan their own funds, and hence their life satisfaction decreased as well. Focusing on the disagreement regarding the effectiveness of financial education programs, Lusardi et al. [51] investigated how financial education programs optimally shape key economic outcomes and showed that the more effective programs provided a follow-up in order to sustain the knowledge acquired by employees via the program. In such an instance, financial education delivered to employees around the age of 40 can raise savings at retirement by close to 10%, while one-time education programs produced short-term and only a few long-term effects on life satisfaction. Hence, sustainable financial education is important and positive for improving consumer life satisfaction in the long-term. According to Peeters et al. [52] , prior knowledge and intended behavior, namely, having accepted financial education and considering the necessity of financial education in this study, had positive effects on sustaining financial knowledge. In addition to the subjective measure of sustainable financial education, this paper proposes the two following hypotheses:
Hypothesis 1 (H1). Given economic resources and other control variables, consumers who have accepted financial education have a higher life satisfaction.
Hypothesis 2 (H2).
Given economic resources and other control variables, consumers who think it is more necessary to receive financial education will be more satisfied.
Xiao and Porto [53] explored the direct or indirect effects of financial education on consumers' financial satisfaction by using the data of the National Financial Capacity Study (NFCS) in 2012, and the indirect effects were mediated by financial literacy, financial behavior, and financial capabilities. The results showed that financial education may indirectly affect consumers' financial satisfaction through financial knowledge, financial behavior, and financial capacity. Therefore, policymakers are encouraged to initiate and establish some effective financial education programs to improve consumer life satisfaction. Atkinson et al. [54] also indicated that financial education can improve the level of consumer financial literacy and encourage consumers to conduct rational financial behavior, thereby improving consumers' financial ability and improving their life satisfaction. It is evident that the changes in financial behaviors require a period of time, and programs involving financial education may cause an increase in training costs [52] . From the objective perspectives of measuring sustainable financial education, this implies that the higher the financial education level of consumers, the more money and time they spend on sustainable financial education after their formal schooling is complete, and the higher their life satisfaction is. Thus, we put forward the following hypotheses: Hypothesis 3 (H3). Given economic resources and other control variables, money and time input in financial education after formal schooling positively contributes to consumer life satisfaction.
Hypothesis 4 (H4).
Given economic resources and other control variables, sustainable financial education is positively associated with consumer life satisfaction.
Methodology
Data
The dataset in this study is from the survey data of Household Consumer Finance in China's Urban Residents in 2012. Because the survey has no updated dataset, only cross-sectional data from 2012 is used in this study, which was published by the Center of China Financial Research of Tsinghua University. The sample is distributed in 24 cities across China. The cities are Anqing, Baiyin, Baotou, Beijing, Guangzhou, Guilin, Haikou, Jilin, Jinan, Kunming, Luoyang, Nanchang, Panzhihua, Quanzhou, Shanghai, Shenyang, Shuozhou, Urumqi, Wuhan, Xi'an, Xuzhou, Yichun, Chongqing, and Zhuzhou. The cities in this study are from 24 provinces, respectively, that cover more than 75% of provinces all over China. Hence, the dataset can be considered to be nationally representative. The respondents were all over the age of 25. The survey involved family assets and liabilities, income and expenditure, financial planning, financial education, and so on. In order to avoid systematic errors caused by the inconsistency among questionnaires among household members, this study primarily utilizes the survey data of each household head. Therefore, the sample size is 3122. The dataset incorporates the basic information of the household members, the situation of the respondents' financial education, and their subjective attitudes.
Model Specification and Variables
This study primarily investigates the impact of sustainable financial education (susfin_edu) on consumer life satisfaction (lifeSat). Based on our hypotheses, the basic regression model is specified as follows:
In Equation (1), the subscript i of the variables represents sampling consumer individual, the superscript N stands for the numbers of sustainable financial education-related variables, and the superscript M is the number of control variables. In addition, ε represents the random disturbance term.
In detail, li f esat indicates consumer life satisfaction and sus f in_edu j represents the related variables of sustainable financial education with the subscript j. For instance, sustainable financial education-related variables incorporate whether considering that financial education is necessary or not (the necessity of financial education), money and time spent on financial education after formal schooling (the money spent on financial education and the time spent on financial education) (see Table 1 ). In addition, whether household members have ever accepted financial education (having accepted financial education) is introduced as well. More specifically, cv k denotes the control variable k. In this study, control variables incorporate age, gender (two categories: female vs. male), marital status (two categories: married and not married), education (three categories: high school or lower, undergraduate and some college, and master degree or higher), household size, health status of household members (1-not at all healthy, 4-very healthy), having stationary income (1-not at all stationary, 10-extremely stationary), and work in government or general firms. To address the associations between household assets and life satisfaction, the three asset-holding behaviors include having a house, having a private business, and having a car. 
Variable label Attribute
Consumer life satisfaction "Are you satisfied with your current life?" 1-not at all satisfied, 10-extremely satisfied The money spent on financial education "How much monthly income does your household spend on financial education?" 1 = no money input, 2 = less than 5%, 3 = 5%-10%, 4 = 10%-15%, and 5 = more than 15%
The time spent on financial education "How much time do you spend on learning financial knowledge each week?" 1 = no time input, 2 = less than 1 h, 3 = 1 to 2 h, 4 = 2 to 3 h, 5 = 3 to 5 h, and 6 = more than 5 h 
Monthly income 1 = 1001 to 1500 Yuan, 2 = 1501 to 2000 Yuan, 3 = 2001 to 2500 Yuan, 4 = 2501 to 3000 Yuan, 5 = 3001 to 4000 Yuan, 6 = 4001 to 5000 Yuan, 7 = 5001 to 6000 Yuan, 8 = 6001 to 10,000 Yuan, 9 = 10,001 to 15,000 Yuan, 10 = 5,001 to 20,000 Yuan, 11 = 20,001 to 30,000 Yuan, 12 = 30,001 to 50,000 Yuan, and 13 = greater than 50,000 Yuan
Having stationary income "If the stability of your household income has been divided into 10 levels, which level is identical to your family?" 1-not at all stationary, 10-extremely stationary 
Estimation Method
According to the survey data, the variable of consumer life satisfaction (lifesat) is not a continuous variable, but an ordered discrete variable (ranging from 1-not at all satisfied to 10-extremely satisfied). If the traditional OLS method is utilized for regression estimation, there may be problems of robustness and accuracy. Therefore, in this study, the OLS regression method is conducted and then ordered probit regression is applied to improve the estimated results. Let li f esat * = X β + u, and lifesat* is anon-observable variable, X ∈ (sus f in_edu, cv) and u ∈ (u 1 , u 2 , · · · , u n ). Meanwhile, assume that the choices of consumer life satisfaction (lifesat * ) follow the following rules,
In Equation (2), u 1 < u 2 < u 3 · · · < u n are parameters to be estimated, which are also considered as the cutoff points. In addition, Q is the quantity of the choices of consumer life satisfaction. Assume that u follows the probit distribution N (0, 1), thus
Through ordered probit regression to improve the results of OLS regression, the probability distribution function of consumer life satisfaction is more identical to the characteristics of dependent variable data, which ensures the robustness and accuracy of the empirical results. In addition, the ordered probit regression is utilized to solve the likelihood function, and the MLE estimator can be obtained, which further improves the accuracy of the empirical results.
Statistical Description
Consumer life satisfaction is a subjective indicator that reflects a consumer's attitude with regard to overall life evaluation. Therefore, this study primarily employs the subjective answer of "Are you satisfied with your current life?" to measure a consumer's level of life satisfaction (1-10 points scale, 1-not at all satisfied, 10-extremely satisfied). In terms of the survey data, 8.46% of the consumers are very satisfied, 31.90% are at the 8 and 9 points of satisfaction, 41.90% are at the 5-7 degree of satisfaction, 15.63% are at the 2-4 degree of satisfaction, and 2.11% of the consumers are not at all satisfied. Table 2 presents the results of the descriptive statistics. For the dependent variable, the mean score of consumer life satisfaction is 6.6297 out of 10, which implies a significantly high degree of subjective life evaluation. More than one-half of the sampling respondents have accepted financial education with a mean value of 0.5317. The mean value of the variable to measure consumer's attitude with regard to the necessity of financial education is 3.2434 out of 4, which indicates that most of the consumers consider financial education to be important. In addition, the mean values of the variables to measure money and time spent on financial education are 2.1935 out of 5 and 2.8786 out of 6, which also indicates a comparatively high input in financial education after formal schooling. Table 3 presents the results of the frequency and percentage of categorical and dummy variables. A total of 53.17% of the consumers have accepted financial education, and 71.04% of household heads are male. For marital status, more than 80% are married. In terms of education, only 12.30% are at the level of junior school or lower. For household assets, 90.52% have a house, 57.76% have a car, and 37.38% have a private business. Moreover, more than 80% work in the government sectors or in general firms, which indicates that most of the consumers have stable work. Table 4 reports the correlations among the variables of having accepted financial education, sustainable financial education-related variables, and consumer life satisfaction. Most correlations are as expected. Consumer life satisfaction is positively associated with having accepted financial education, and the correlated coefficient is 0.0648 at a significance level of 1%. For sustainable financial education-related variables, consumers who consider financial education to be necessary are significantly satisfied, and the money and time spent on financial education are significantly and positively correlated with consumer life satisfaction. More specifically, sustainable financial education is significantly positive to consumer life satisfaction, and the correlated coefficient is 0.1681 at a significance level of 1%. Since sustainable financial education is constructed through the variables of the necessity of financial education, the money spent on financial education, and the time spent on financial education, the correlated coefficients are high and significant. To avoid multi-collinearity, sustainable financial education is independently introduced in empirical estimation. In addition, the variables of the necessity of financial education, the money spent on financial education, and the time spent on financial education are positively correlated at the significance level of 1%. Notes: Sample size = 3112. ***, ** and * denote statistical significance at 1%, 5%, and 10%, respectively. Table 5 presents the estimation results of the regressions of financial education on consumer life satisfaction. In Column (1), only the control variables are entered. In Columns (2) and (3), whether or not household members have ever accepted financial education (having accepted financial education) is incorporated. More specifically, Column (2) shows the results of OLS regression, and Column (3) presents the results of ordered probit regression. In Column (4), the items of education interacting with having accepted financial education are added. To eliminate the impacts of city and year heterogeneity on estimation results, the dummy variables of city and year are controlled in all of the estimations. In addition, to get more accurate and robust regression results, robust standard errors are reported in the parentheses. 
Empirical Results
Results of Correlation Analysis
Financial Education and Consumer Life Satisfaction
Variable
Consumer Life Satisfaction
Having accepted financial education 0. Notes: Reference category is high school or lower. ***, ** and * represent 1%, 5%, and 10% significance level, respectively, and the data in parentheses are robust standard errors. In Columns (3) and (4), since ordered probit regression is utilized, there is no result about constant items to be reported. For OLS regression utilized in Columns (1) and (2), the statistics of adjusted R 2 is reported. Additionally, for ordered probit regression, the statistics of pseudo R 2 and chi-squared are reported.
In Column (1), most of the control variables are significant. Accordingly, the coefficients for gender are all negatively significant, which is identical to prior studies [55] . Compared to female consumers, male consumers feel lower life satisfaction. For age and its squared item, the coefficients are significantly negative and positive, respectively, which implies that there is a nonlinear relationship between age and consumer life satisfaction. Consumers that are married are more satisfied since the coefficients are significantly positive. With regard to education, consumer life satisfaction tends to rise rather than for those who only accept high school or lower education. For household size, a greater household member population is significantly negative to consumer life satisfaction. The health status of a household member is positively associated with consumer life satisfaction. Meanwhile, consumers who have higher and more stationary income will be more satisfied. For household assets, such as having a house, having a car, and having a private business, all of them are significantly positive to consumer life satisfaction. Finally, consumers who work in the government sectors or general firms feel more satisfied.
In Columns (2) and (3), consumers who have accepted financial education insignificantly feel more satisfied. However, the signs for the coefficients are positive. To further investigate the relationship between whether a household member has ever accepted financial education or not and consumer life satisfaction, Column (4) reports the estimation results after adding the interacting item of education and having accepted financial education. For consumers who have accepted financial education and received the national education of undergraduate or some college, the coefficient is still insignificantly positive. However, for consumers who achieved a master's degree or higher, the coefficient is positive at the significance of 1%. This implies that a consumer who has received a higher education combined with financial education will be more satisfied. Thus, the result is identical to H1.
Sustainable Financial Education and Consumer Life Satisfaction
To further investigate the impacts of sustainable financial education on consumer life satisfaction, this study constructs one variable specific to sustainable financial education in terms of the subjective perspective of the necessity of financial education, and of the objective perspective of the money and time spent on financial education. Based on the approach of principle component analysis (PCA), the variance contribution ratios are calculated as the weights. Then, the index of sustainable financial education equals a sum of the products of Z-scores of the above-mentioned variables with regard to the corresponding weights of variance contribution ratios. Moreover, to verify the sustainable impacts of financial education on consumer life satisfaction, the dependent variable of consumer life satisfaction is replaced by the variables of income expectation in the next year and consumer life satisfaction for the previous year. In addition, to check the long-term effects of financial education on consumer life satisfaction, this study also replaces the dependent variable by the variable of high return through own long-term efforts, since there is no question with regard to consumer life satisfaction in the long term in the survey of Household Consumer Finance in China's Urban Residents in 2012. It is evident that a high return is positively associated with consumer life satisfaction [55] . Thus, if sustainable financial education is positive to consumers' response of achieving high returns through their own long-term efforts, the indirect and long-term effects of financial education on consumer life satisfaction can be demonstrated. Table 6 presents the results of the regressions of sustainable financial education on consumer life satisfaction. Similarly, ordered probit regression is utilized and robust standard errors are reported to get more accurate and robust estimation results. In Column (1), the variable of the necessity of financial education is entered. The result shows that consumers who consider financial education to be necessary will feel more satisfied. Thus, the result is identical to H2, namely, consumers who consider it is more necessary to receive financial education will be more satisfied. In Columns (2) and (3), the variables of money and time spent on financial education after formal schooling are introduced, respectively. The results indicate that both of them are significantly positive to consumer life satisfaction. Hence, the results primarily follow H3. Moreover, in Column (4), the variable to proxy sustainable financial education is added. According to the estimation result, the coefficient is positive to consumer life satisfaction at the significance level of 1%, which indicates that sustainable financial education is of substantial importance in improving consumer life satisfaction. Thus, H4 is also supported by constructing a new variable to proxy sustainable financial education. To further verify the sustainable impacts of financial education on consumer life satisfaction, two additional regressions are conducted in Columns (5) and (6) . When the dependent variable is replaced by the variable of income expectation in the next year, the coefficient of sustainable financial education is positively significant. It implies that sustainable financial education sustains higher consumer life satisfaction, and the sustainable impacts of financial education on improving consumer life satisfaction are verified. In Column (6), the dependent variable is replaced by the variable of consumer life satisfaction for the previous year, and the coefficient of sustainable financial education is significantly positive and is less than the coefficient in Column (4). Thus, sustainable financial education sustains an increasing effect on consumer life satisfaction. Furthermore, to check the long-term effects of financial education on consumer life satisfaction, one additional regression is conducted in Column (7) . When the dependent variable is replaced by the variable of high return through their own long-term efforts, the coefficient is significantly positive. It provides indirect evidence that financial education has positive and long-term impacts on consumers investing return, and thereby positively contributes to consumer life satisfaction in the long term. 
Consumer Life Satisfaction
The Notes: Reference category is high school or lower. ***, ** and * represent 1%, 5%, and 10% significance level, respectively, and the data in parentheses are robust standard errors. In Column (8) , the variables of spouse education and the knowledge for the rates of various saving types are considered as instrument variables, and 2SLS estimation is utilized to eliminate the endogeneity. For the first stage of OLS regression, the statistics of F (4, 3117) = 20.4500, which is larger than 10. Therefore, the influence of weak instrumental variables can be negligible.
Endogeneity and Robustness Check
This study also realizes that the problem of endogeneity may apply to the above regression models since the coefficients cannot determine the causality between sustainable financial education and consumer life satisfaction. For some consumers, it is possible for them to accept financial education after formal schooling since they are highly satisfied and have high incomes or substantial assets to be invested. Therefore, the potential endogeneity of sustainable financial education must be treated with care. This study employs the following instrument variables and conducts a 2SLS estimation to eliminate the impacts of endogeneity on the estimation results.
The 2012 Household Consumer Finance in China's Urban Residents designed two questions as follows. The first is about the education status of a consumer's spouse, and the second is with regard to the consumer's knowledge for the rates of various saving types. The spouse's education status is associated with consumer sustainable financial education and is almost exogenous. Meanwhile, the consumer's knowledge of the rates of various saving types is also correlated to consumer sustainable financial education, and that knowledge is also exogenous to consumer life satisfaction. This study first performed a regression on consumer sustainable financial education on a spouse's education and knowledge for the rates of various saving types. According to the result of first stage regression, the coefficients of the spouse's education and knowledge for the rates of various saving types are positively significant, and F (4, 3117) = 20.4500, which is far beyond the critical values. This implies that the impact of weak instrumental variables can be negligible. Then, an ordered probit model with instrumental variables was conducted (see Column [8] in Table 6 ). In terms of the 2SLS estimation result, the estimate of the coefficient on the instrument of sustainable financial education is positive and statistically significant, with the signs of other variables almost remaining unchanged. The coefficient of sustainable financial education in Column (8) is greater than that in Column (4), which implies that the endogeneity problem indeed exists, and instrument variables eliminate the impacts of endogeneity and make the estimation results more accurate. Thus, H3 and H4 are still supported.
To examine the robustness of the estimates, this study firstly replaced the independent variable by the variable of financial knowledge acquisition for the participating stock market. Second, this study also replaced the estimation approach of ordered probit regression by OLS and ordered logit regression. Third, to eliminate the impacts from outliers by age, this study kept the samples of age between the bottom 10% and the top 10%. Finally, this study also deleted the samples where the monthly income is 0 or greater than 50,000 Yuan, which will decrease the impacts from outliers of income. Table 7 presents the results of the robustness check. Notes: Reference category is high school or lower. ***, ** and * represent 1%, 5%, and 10% significance level, respectively, and the data in parentheses are robust standard errors. In Columns (1), (4) and (5), since ordered probit regression is utilized and ordered logit regression in Column (3) is utilized, there is no result about constant items to be reported. For OLS regression utilized in Column (2), the statistics of adjusted R 2 is reported. Additionally, for ordered probit and logit regression, the statistics of pseudo R 2 and chi-squared are reported.
In Column (1), the coefficient of financial knowledge acquisition for the participating stock market is positive and statistically significant. In Columns (2) to (5) , the coefficients of sustainable financial education remain significantly positive for all specifications. In terms of the robust results reported in Table 7 , there is a robust relationship between sustainable financial education and consumer life satisfaction, namely, sustainable financial education significantly and positively contributes to consumer life satisfaction.
Conclusions and Implications
In the process of the rapid development of the financial industry, substantial kinds of financial products have emerged and, meanwhile, higher requirements for consumers' financial knowledge and financial literacy have been put forward. However, consumers' financial knowledge is generally scarce, financial awareness is relatively weak, and financial planning ability is relatively low, such that most consumers cannot rationally participate in the financial market. This reality not only constrains the development of the financial industry but also produces serious shocks on consumer life satisfaction. Therefore, sustainable financial education after formal schooling can not only make consumers rationally participate in the financial market and then to promote the healthy development of financial markets but also has a positive impact on improving a consumer's life satisfaction. Therefore, utilizing the survey data of Household Consumer Finance in China's Urban Residents in 2012, this study examines the impact of sustainable financial education on consumer life satisfaction.
This study provides empirical evidence suggesting that accepting financial education, especially when the consumers already have a high level of education, is positively associated with greater consumer life satisfaction. The result is identical to H1, especially for consumers with a higher education level. The results also indicate that consumers who consider financial education to be necessary and also spend more money and time on financial education after formal schooling will be more satisfied, which is as hypothesized in H2 and H3. This study provides a systematic perspective to investigate the impacts of financial education on consumer life satisfaction, which will significantly enrich the literature in the related field. In addition, based on the variables of the necessity of financial education, the money and time spent on financial education, a variable to proxy sustainable financial education from subjective and objective aspects, are developed. The estimation results suggest that sustainable financial education positively contributes to consumer life satisfaction, which is identical to H4. The construct of the variable of sustainable financial education contributes to the literature on the effects of financial education in the long-term and provides a new insight to develop a variable of financial behavior from subjective and objective perspectives. In addition, the sustainable impacts of financial education on consumer life satisfaction are adequately verified.
This study has two limitations. The first is that this study employs cross-sectional data to investigate the impact of sustainable financial education on consumer life satisfaction. Moreover, there is almost no panel data of a related survey with regard to this topic. Hence, it is difficult to capture the dynamic changes in the relationships between sustainable financial education and consumer life satisfaction. Meanwhile, it is also difficult to eliminate estimation errors due to using cross-sectional data. However, this study has offered a comprehensive robustness check to make adequate and accurate results. For further study, more panel surveys and updated survey data need to be developed and conducted to support related research in this field. The second limitation is that ordered probit regression is the only data analysis used. More sophisticated approaches, such as panel ordered logistic regression, can be used in future research when panel data on sustainable financial education and consumer life satisfaction are available.
Based on the conclusions, how to enhance sustainable financial education to promote consumer life satisfaction may be strategically considered from the following perspectives. First, increase the input of financial education and highlight the necessity of financial education. Based on the results of this study, both the time and money spent on financial education positively contribute to consumer life satisfaction. Moreover, if consumers consider financial education being of necessity, they will be more satisfied. Therefore, increasing the input of money and time on financial education and making consumers aware of the necessity of financial education will be positive to consumer life satisfaction. Second, take the rapid development of the financial industry as an opportunity to increase financial knowledge publicly, improve consumer financial literacy and financial awareness, and improve financial behavior such as consumer financial planning. If consumers have low financial education ability, it is difficult for them to manage their assets rationally, which will degrade their life satisfaction. Third, the policymakers should properly carry out sustainable financial education after formal schooling on financial market investment to help consumers accumulate experience in financial assets investment, and to improve consumer life satisfaction. In addition, developing sustainable financial education can enhance the cognition level of consumer financial risks, thereby improving consumer financial welfare and life satisfaction.
